BOOK REVIEWS 

“Adding Value to the Public Affairs 
Function: Using Quality to Improve 
Performance,” Charles Sengstock, Jr., 
reviewer, April, p. 19 
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“PR: Fifty Years in the Field,” Frank 
Winston Wylie, reviewer, 
August/September, p. 48 
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p.6 

Developing an Effective Corporate Identity 
Program, Chris Gorman, 
August/September, p. 40 
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Hurricane Sends Communications Back to 
Basics, Scot Roskelley, March, p. 32 

Patching Things Up After the L.A. 
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Teaching Ecology: A New Generation 
Influences Environmental Policy, Susan 
Fry Bovet, April, p. 24 
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EMC goes global 

Continued from page 15 

to lift us into the next level of percep- 
tion with our key audiences.” 

To accomplish this, Ryan arranged 
for a series of highly targeted one-on- 
one meetings with journalists and finan- 
cial analysts, first in the USA and later 
in other countries. In the early months 
of the campaign, interviews with the 
business press averaged more than one 
per week. Trade and vertical market 
publications were also targeted. 

EMC’s top management made most 
of these presentations. “The chairman 
and CEO are especially important in for- 
eign communications,” explained Ryan. 
“For the Japanese and many Euro- 
peans, it is important to have the head 
of the company meet the business 
press, financial analysts, stock brokers 
and bankers.” A typical overseas tour 
takes Ruettgers and Ryan to as many as 
ten cities in five countries in a week’s 
time. 

On Ryan’s recommendation, the 
company increased the budget so that 
outside counsel could be hired to sup- 
port its internal communications depart- 
ment, which has three corporate and 
investor relations specialists and two 
support staff. Ryan retained the Chica- 
go-based Financial Reiations Board for 
investor relations and Lakeview Associ- 
ates (LVA), based in Niantic, CT, for 
media relations. EMC arranges over- 
seas tours with the aid of these U.S.- 
based firms. Since 1993, Ryan has also 
hired local public relations firms in 
countries where the company has sub- 

EMC began serving markets out- 
side North America in 1985. The com- 
pany now has subsidiaries in Germany, 
France, Italy, Holland, Switzeriand, 
Great Britain, Australia, Japan znd 
Hong Kong. As its stock becomes pop- 
ular with overseas investors, financial 
relations play an increasingly signifi- 
cant role, Ryan noted. With recent 
acquisitions in the USA and abroad, 
EMC’s communicators must constant- 
ly update journalists, financial analysts, 
stockholders and prospective investors. 

The new strategy is paying off. 
EMC’s share price has risen more than 
2000% in 30 months. Coverage of EMC 
in the the business and trade press has 
averaged more than three clips per day 
every day for the past year, Ryan report- 
ed. U.S. and foreign radio and TV cov- 
erage has included programs in the 
USA, Europe and Hong Kong. 9 


